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Abstract 
This article aims to address paradoxes between experiencing products and services on a shared basis versus owning or having the 
sole proprietary privilege to consume them. A value creation perspective will be given on how to exploit these “use” and 
“ownership” of experiences and objects in the design of  products and services. Results indicate that “pure ownership” of 
products and services as a stand alone phenomenon is void. Functional and emotional experiences with these products and 
services are essential to contextualise and construct the meaning of appropriation/ ownership. With respect to the different value 
propositions, a significant number of users who aimed for shared ownership of utilitarian experiences, because of economical 
reasons, were critical of what is being offered to them from a usability and psychological perspective. Users, who had 
satisfactory experiences with facets of the offering; product, service or combination of it, experienced them within the context of 
full ownership.  
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1. Introduction 
In the past, products were contained by physical ownership and access. To experience a product, one usually had 
to buy it. Unlike today, experiences built around a product are often more important than the physical product itself. 
In other words, people are increasingly buying physical objects because of the experiences associated with them.  
These experiences, which are not always contingent on product ownership, are usually more frequent, accessible, 
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and fulfilling.  As proclaimed by several researchers, physical ownership no longer has a monopoly on meaningful 
experience [1], [2]. 
Originally, user experience stands for the quality of a global experience as perceived by a person (user) 
interacting with a system. Hereby, the product/service experience is utilitarian driven, based on an enduring 
complete relationship encompassing all usage moments, before, during and after buying the product. However in the 
late 20th century, incorporating emotional and hedonic experiences has also extended the concept of user experience. 
Characterised by Hirschman and Holbrook [3], consumption consists of “those facets of consumer behaviour that 
relate to the multisensory, fantasy, and emotive aspects of one's experience with products. Hereby, experience-
driven comprehensive needs, comprising of the right balance between price, utility, emotional /aesthetic expression, 
etc. should be carefully orchestrated to motivate people to buy, use, own or recommend the product. Having a closer 
look at the relationship between price and value, a high price is presumed to indicate high product quality, especially 
if limited information is given about other product qualities, such as workmanship, design, etc. [4], [5]. 
Increasing prices may also be associated to consumers wishing to demonstrate their financial power by buying 
expensive products that enjoy considerable prestige [6]. With respect to emotional value, a high priced product may 
be an indicator for luxury and pleasure. However, its appreciation is influenced by historical, cultural, economic and 
individual factors [7]. This broader perspective on experiences can be discussed from three approaches for applying 
and interpreting user experience in design. These are the: 
 
x Measuring approach, where experience is narrowly perceived as something, which can be tested based on how 
people´s bodies react to situations chemically and electrically in an emotional manner [8].  
x Empathic approach, which claims that experiences are emotional in nature, and therefore products should 
encompass experiences that can be connected to the needs, dreams and motivations of individuals [9], [10].  
x Pragmatist approach, which perceives experiences as momentary constructions that grow from the interaction 
between people and their environment [11], [12]. They are fluid conceptions over time, that fluctuate between the 
states of cognition, sub-consciousness and storytelling, depending on our actions and encounters in the world. 
 
In this article, the concept of ownership and specifically the experience of “Possessing” will be elaborated from a 
more “Emphatic” and “Pragmatic” approach of user experience. In this context, the emotional value can be extended 
to social significance value, which refers to the socially oriented benefits attained through ownership of and 
experience with a product. These include attainment of social prestige and construction and maintenance of one’s 
identity. People use goods as markers of their relative position in the social nexus [13], [14]. 
Our motivation for writing this article is based on the following hypotheses: 
 
x Research in the area of emotional and social experience with respect to individual (and hedonistic) ownership of 
products and services has been neglected, but demonstrate significant potential. 
x Ownership of product and service should be discussed within a social and historical context of use, experience 
and how meaning is created through interactions with humans. 
x Shared and full ownership within the context of users´ emotional and social experiences are equally important  
2. A value creation perspective on user experience 
According to Holbrook, “value resides not in the product purchased, not in the brand chosen, not in the object 
possessed, but rather in the consumption experience(s) derived there from it [15]. This is supported by Den Ouden´s 
view [16], that the value of a product or service is more a relational property only to exist in relation to a human, 
which cannot be literally and scientifically measured. In this context, it is therefore more important to deeply 
understand the motivational values of the user, especially for innovations that aim to change user behaviour [17].  
Adopting a more comprehensive approach on value creation, Den Ouden´s value creation framework provides a 
good contextual foundation for positioning and giving meaning to different types of user experience with respect to 
the value proposition categories and levels of value. The interactions and overlaps among the different levels and 
propositions may also introduce new perspective towards user experience and innovation. 
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Concerning this article, the connection with Den Ouden´s framework lies at the inner “USER” level focusing on 
“User Experience”. Whether these experiences are utilitarian, emotional or fuelled by the need of ownership 
(possession), users and consumers are influenced by value creation activities of multi level stakeholders, namely the 
organization, the business eco-system and society. For example, within the context of Product Service Systems, a 
flexible car rental concept, where members can check out and return cars on a need basis, is an ideal solution for 
people who reside and work in the city area, do not need a car on a daily basis, but use it once a week for grocery 
shopping. To operationalize this car rental concept, not only an organization need to be established to offer this 
service, but also other stakeholders are to be involved to deliver a support structure comprising of additional services 
and products. On top of this, society will be monitoring the concept, forming their opinions and exercising their 
power through lobby groups, the law and the local government administration. 
From a shared versus sole ownership perspective, desired user experiences are valued and reflected according to 
what society supports, and vice versa. Revisiting the “flexible car rental concept”, if the trend of owning a car for 
status purposes is re-emerging, one can say that society has been actively promoting and advocating emotional and 
hedonistic value for certain value proposition categories. 
3. A product-service perspective on consumption, user experience and ownership 
The concept of use and ownership is a fluid one and can be illustrated using a continuous one-dimensional 
spectrum, where one polarity characterizes user-experience by “enjoying and utilising a product or service”, and the 
other polarity characterizes experience of ownership by “possessing an object or service” or having the sole 
proprietary right to the use / consumption of it. As technology products continue to converge and are becoming 
increasingly more important in consumer’s daily lives, companies tend to exploit this technology push phenomenon 
by developing innovative products, services, and systems to gain competitive advantage. As service expectations 
continue to rise, the ultimate aim is to develop revolutionary products and services based on “new offerings” for 
“new users”. Hereby, understanding user behaviour, use, and shortcomings of products and services is important to 
discover and create “value opportunities” [18]. 
In practice this means that consumers are looking to retailers to provide more value, increased levels of product 
support, higher levels of customer service and better protection options. Additionally, the transition from a 
manufacturing to a service economy has led to a transformation in business agendas from goods-oriented 
organizations to service-oriented organizations, indicating that the service-dominant logic (S-D logic) has shifted 
from the product to the consumer [19], [20]. Likewise, Normann claims that this service logic forces us to transfer 
our attention from production to utilization, from product to process, from transaction to relationship, justifying the 
importance of involving the customer as a co-creator in value creation processes [2]. 
In an attempt to understand what is valuable for users, Kotler´s Product-Service continuum (figure 1) provides an 
interesting platform to extend the discussion from functional user-experience to experience of ownership [21]. 
Considering both ends of the spectrum, consumers may be motivated to acquire “pure products” or “pure services”  
to just enjoy the feeling of “possessing” the tangible object or have the sole proprietary right to use them. However, 
literature on user-experience design tends to discuss and advocate a detached approach towards user-experience, 
where designers promote the utilitarian, emotional and hedonic experience with products and services. 
The history of our relationship with objects is an uninterrupted succession of human desire to appropriate 
products services and contexts. By imposing a proprietary connection with an object through its production and 
consumption, self-realisation among humans is achieved by allowing them to explicitly develop their abilities and 
identities explicitly. Furthermore, what and how an individual wants to appropriate certain objects is subject to the 
influences and approvals of other stakeholders and society. Therefore, ownership is not to be scaled down to single 
 
 
Fig. 1. The Product-Service Continuum [21]. 
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verbs such as “to have”, “to do” or “to be”. Subjectively, it is rather a socially and historically situated mix of these 
three verbs. Moreover, ownership has often been regarded as an act or process that aims to take something for 
oneself or make it part of the person´s ego. This means taking possession of objects, including the misuse or illegal 
possession of them. 
By acting on the external world through the transformation and development products and services, humans build 
opportunities for themselves. In this context, appropriation of a technical and usability aspects within products and 
services determine human behaviours with respect to ownership. This means that ownership comprises of a 
functional and a lived part, an instrumental and an emotional part. 
The dynamics of ownership are always mediated by social interactions through sensoric, motoric, linguistic and 
conceptual interactions. The diversity of interactions highlights why experience and treatment of material things are 
socially situated. Individual appropriation essentially targets internalization of socially defined meanings, which is a 
process of humanisation. 
4. An integrated approach towards experience design 
A framework for experience design has been developed to understand the paradox between “Experience of Use” 
and “Experience through Ownership” In this three-dimensional framework (figure 2) type of offerings (Product – 
Service) are mapped against type of experience (Utilitarian – Emotional) and mode of ownership to exemplify 
offerings for selected combinations.  
Reference to figure 2, examples are presented below in a scenario format based on the following combinations: 
 
 
x Product + Service / Emotional (Hedonic) / Fully Owned 
A housewife living in Singapore, where the speed limit is only 80 km per hour, purchased a Jaguar to just 
go to the wet market and fetch the children to school. She does not exploit the full potential of the car, but 
takes extremely good care of it and likes to show it to her friends, saying that it is hers.  
 
x Service + Product / Utilitarian / Partially Owned 
A middle class family living in Norway wants to have the regular experience of a holiday, but also value 
the flexibility of being able to trade their accommodation time dependent propriety right. They purchased 
a timeshare apartment. The element of ownership is emphasized as they are able to sell and transfer the 
rights. 
 
x Service / Utilitarian / Shared 
The availability of a high-speed train (TGV) makes it possible for business commuters in France to travel 
significantly long distances in a relatively short period of time. Implications are that they can optimize the 
working way without having to stay overnight.  
Fig. 2. 3-Dimensional Experience – Offering – Ownership Framework. 
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Fig. 3. Value – Experience Model: “use” and “ownership” experiences within the context of products and services. 
The framework as shown in figure 2 provides a foundation for reflection on how important different types of 
offerings are valued with respect to different types of experiences, and how the various combinations of these 
offerings and experiences contribute to the understanding of the “ownership” concept, which resulted in a “Value –
Experience Model” (figure 3), to be empirically tested through cases. 
5. Experiment and data gathering 
The experiment was conducted in the form of a one-hour workshop among 23 design researchers / professionals 
and students. All participants had to position their “one” good and “one” bad experience within the Value-
Experience Model. A total of 18 “Good Experiences” and 20 “Bad Experiences” were reported. (Not all subjects 
contributed with 2 experiences) Furthermore, the positioning of these experiences were evaluated with the aim to 
reposition them based on suggested improvements. The experiment took place as follows: 
 
x Stage 1: Describing Good and Bad Experiences with Products and Services 
Participants described 1 past pleasant experience and 1 past bad experiences with products and / or services. They 
reflected on their positive and negative experiences on the basis of intrinsic qualities of product / service 
offerings and levels of customization of the offering: - shared, fractional owned or totally owned; and 
affordability of the product / service. At the same time, they also coded their experiences according to the 
following scales: “Product”, “Product + Service”, “Service + Product” and “Service” 
x Stage 2: Mapping of Experiences 
Participants discussed and mapped their experiences in pairs. With respect to the vertical value axis, a brief 
indication was given on the type of value concerning the respective experiences. The types of values were 
“monetary”, “social” and “psychological well-being”. These type of values were respectively aligned with the 
den Oudens´ user values [16]. “Value for Money” = “Monetary”, “Happiness” and /or “Eco-
footprint”=”Psychological Well-being” and “Social” = “Belonging”. 
x Stage 3: Repositioning of Experiences. 
Participants were asked to reposition their good and bad experiences in the positioning map according to a more 
ideal situation. This is complemented by an explanation on “why” a certain move towards a specific direction 
would increase the value proposition. The suggested improved value proposition is a based on a relative and 
combined evaluation of ownership and value. 
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6. Result of experiment 
Results were tabulated according to a “Good Experience” and a “Bad Experience” table (See Appendix A). 
 
x “Good Experience” table 
○ A majority of “Good Experiences” was based upon the context of “Full Ownership” (14 out of 18). However, 
the type of offering, which supports the nature of ownership, covers the entire product-service spectrum [21]. 
○ Explanations for “Good Experience” were characterised as user-functional rather than subjective-emotional. 
This means that the user, who is experiencing the product or service, becomes economically better off through 
the respective experience. As a result, his or her psychological well-being will increase. 
○ On the contrary, only two of the subjects contributed with an experience, which had elements of emotional 
and social value, based upon for example, belongingness, status, etc. A majority of the participants (11 out of 
18) did not suggest improvements, as they were quite satisfied with their experience.  
○ 4 Out of the 7 participants, who suggested improvements, commented that the service and / or product should 
be more affordable.  
○ The phenomenon of service recovery has prevailed considerably in why subjects have rated their respective 
experiences as “good”. However, generally, compensations could be more generous. 
x “Bad Experience” table 
o 11 Out of the 20 experiences were shared or partly owned in nature, within the context of a service-dominated 
type of offering. Out of the 9 fully owned “bad experiences”, 8 had elements of tangibility in their offering. 
o Only 3 of the 9 participants reported that within this context of full ownership their “Bad Experiences”, were 
related to emotional and social dissatisfaction. Surprisingly, no suggestions for improvement were made to 
elevate this emotional and social experience. 
o Explanations for “Bad Experience” with products were characterized by failure to function, inconsistent 
performance and low quality. Service dominated “Bad Experiences” demonstrated a lack of internal 
procedures, which caused bad service, inconsistent touch points of communication and missing service 
recovery. For both services and products, “monetary” and “psychological well-being”, were the main value 
criteria for characterizing the respective “bad experiences”.  
o Workshop participants suggested better services as well as technologically better functioning and user-
friendlier products. Monetary compensation or alternatively a more economical offering was not emphasized. 
7. Discussion 
Ownership refers to the individual acquisition of historically accumulated and socially mediated experiences 
through products and services The mere fact of possessing a product or having access to privileged and customised 
services without using it, is not enough to be engaged in an appropriation process. Appropriation involves aesthetic 
activities, sensory activities, perceptual activities, social activities, and practice. In other words, the most beautiful 
objects have no meaning for the person who has not been exposed to interacting with these objects. 
Therefore, the design of new products and services are valued upon how users have experienced similar products 
and services in the past. However, these users` recollections of experiences were mainly limited to techno-, and user 
functional ones. This has brought us to the assumption that research in the area of emotional and social experience 
with respect to individual (and hedonic) ownership has been neglected. This is to a certain extent true, because users 
primarily tend to acquire functional user experiences from an economical value perspective. Once a connection has 
been made between experience and economical value, the issue of psychological well-being comes into the picture. 
For example, more than half, who were quite satisfied with their experiences indicated that the service and / or 
product could be more affordable, or that when it pertains compensation issues, these could have been more 
generous. Summarised, a majority of “Good Experiences” was based upon the context of “Full Ownership”. 
However, the type of offering, which connects to “Full Ownership”, covers the entire product-service spectrum. 
In the category of “Bad Experiences” a slight majority were shared or partly owned in nature, within a context of 
service-dominated offerings. This situation provides ample design possibilities for improving the utilitarian and 
emotional features of the service- product offering within this context of partly or shared ownership  
2093 André Liem /  Procedia Manufacturing  3 ( 2015 )  2087 – 2094 
Data did not clearly reveal, why users were not inclined to share emotional and social experiences with products, 
which they own fully. The reason could be that workshop participants refrained from communicating their ambitions 
to own products or services for mainly hedonic and status related purposes, afraid of being unfavourably perceived 
by their peers and society. Moreover, even though the participants were designers, it may be more obvious and 
easier to suggest pragmatic and economical improvements, rather than to reflect upon how an offering can be 
extended to address emotional, hedonic experiences, such as status.  
8. Conclusion 
The paradox between shared and individual ownership with respect to the use and acquisition of products and 
services has not succinctly surfaced in this article. A significant number of users who aimed for shared ownership of 
utilitarian experiences, because of economical reasons, were not very positive of what they experienced. Users, who 
had satisfactory experiences with products, services or combinations, experienced them within the context of full 
ownership. Further research is needed to understand the existence and evolution of ownership through the 
interaction between humans and products / services, and the measurement of meanings in these interactions, which 
are referenced to past experiences as well as individual interests and abilities. 
Appendix A.  “Good Experiences” and “Bad Experiences” with respect to type of offering 
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